Abstract: Imposing governmental restrictions on the marketing of unhealthy foods and beverages to children is a demanded policy action since in Canada, this remains self-regulated by the voluntary, industry-led Canadian Children's Food and Beverage Advertising Initiative (CAI) whose participants pledge to only advertise products that satisfy its Uniform Nutrition Criteria to children. This study evaluated the stringency of this nutrient profiling (NP) model for restricting child-directed food and beverage marketing in Canada. Data was obtained from the University of Toronto Food Label Information Program (FLIP) 2013 database, providing nutritional information for 15,342 packaged products which were evaluated using the CAI Uniform Nutrition Criteria. Products with child-directed packaging and those from CAI participating companies were identified. Of the n = 15,231 products analyzed, 25.3% would be allowed and 57.2% would be restricted from being marketed to children according to the CAI Criteria. Additionally, 17.5% of products lacked criteria by which to evaluate them. Child-directed products represented 4.9% of all products; however, 74.4% of these would be restricted from being marketed to children under CAI standards. Products from CAI participating companies represented 14.0% of all products and 33.3% of child-directed products; 69.5% of which would be restricted from being marketed to children. These results indicate that if the CAI was mandatory and covered a broader range of advertising platforms, their Uniform Nutrition Criteria would be relatively stringent and could effectively restrict children's marketing in Canada.
Introduction
Poor diet has been identified as a leading risk factor for death and disability among many Canadians [1] . The elevated prevalence of obesity in Canada contributes to a significant portion of this mortality risk [2] . Canadian children are not exempt from this trend, with the Heart and Stroke Foundation reporting that childhood obesity rates have tripled since 1979 [3] , and the 2015 Canadian Community Health Survey showing that over one third of Canadian children currently have overweight or obesity [4] .
A growing body of evidence shows that food and beverage advertising to children is playing a detrimental role in the childhood obesity crisis [5] [6] [7] [8] [9] [10] . There is consensus in the literature that child-directed food products are typically energy dense and nutrient poor, and therefore do not represent ideal food choices for children [6, 7, 11, 12] . Studies have shown that exposure to child targeted Nutrients 2018, 10, 803; doi:10.3390/nu10070803
www.mdpi.com/journal/nutrients advertising results in increased consumption of less healthful foods by children and youth [6, 7, 10, 13] . In response, government restrictions on unhealthy food and beverage marketing to children have been widely proposed as a means of protecting the health of this vulnerable population [3, 5, 7, 8, [13] [14] [15] . Currently in Canada, the only body overseeing food and beverage marketing to children is the Canadian Children's Food and Beverage Advertising Initiative (CAI), introduced and monitored by Advertising Standards Canada as of April 2007 [16] . The CAI is an industry-led, voluntary code, currently holding commitments from 18 companies [16] . These companies have pledged to either eliminate advertising to audiences under 12 years of age entirely, or to advertise only products that meet the CAI's Uniform Nutrition Criteria, a nutrient profiling (NP) model implemented by the CAI in December 2015 [16, 17] . NP is the science of determining the degree of healthfulness of food products based on a set of nutritional criteria for a variety of nutrition-related public health purposes, such as restricting food and beverage marketing to children [18] .
Since its development, the CAI has expanded its coverage to include media channels such as television, websites, video games and child-directed mobile media [16, 17] . However, the CAI's framework does not currently address all media used to market to children, such as child-directed product packaging, leaving manufacturers free to advertise to children on product packaging regardless of the nutritional quality of the product [16] . Studies have shown that voluntary, self-regulated initiatives such as the CAI have limited effectiveness in reducing children's exposure to the promotion of unhealthy foods, further suggesting a need for government regulations on the marketing of unhealthy foods and beverages to children [15, 19, 20] .
Therefore, the objective of this project was to evaluate the stringency of applying the CAI Uniform Nutrition Criteria for the purpose of restricting unhealthy food and beverage marketing to children in the Canadian context. Secondary objectives were to examine the extent to which products with child-directed packaging and products from CAI participating companies meet the CAI Uniform Nutrition Criteria.
Materials and Methods

Study Design
A cross-sectional analysis of the 2013 Canadian packaged food supply was conducted using nutritional data sourced from the University of Toronto Food Label Information Program 2013 database (FLIP 2013) . Briefly, FLIP 2013 includes information on 15,342 unique packaged food products from the four top Canadian supermarket chains (Metro, Loblaw's, Safeway, and Sobeys) which represent approximately 75% of the Canadian grocery retail market share. For each food product, FLIP 2013 includes information such as the nutritional values reported in the Nutrition Facts table (NFt), the list of ingredients, front-of-pack information (e.g., nutrient content claims and disease risk reduction claims), and company and brand information. Photos of products' packaging are also available for analysis. The database is organized based on Schedule M of the Food and Drug Regulations (version current between 15 March 2012 and 13 December 2016) [21] . Schedule M includes 22 major food categories, and 153 subcategories. A more detailed description of FLIP 2013 is provided elsewhere [22] .
Product Classification into CAI Uniform Nutrition Criteria Categories
First, products were classified into their appropriate CAI food categories and subcategories as described in the CAI White Paper [17] . Products that did not fall into any of the designated product categories were classified either as "Automatically Allowed" (products automatically allowed to be marketed to children; e.g., pure frozen fruits or vegetables), "Automatically Restricted" (products that are automatically restricted from being marketed to children; e.g., soft drinks), or as "No Criteria" (products for which the CAI has not established nutritional criteria; e.g., spices and sauces) [17] .
Following the initial classification, a 10% random verification of the classifications into CAI food categories and subcategories was performed by a second evaluator, and a 95% agreement level was achieved. Categories with higher levels of disagreement (i.e., "Snacks", "Dairy products and substitutes", "Desserts") were examined in depth, with any discrepancies resolved through consensus between researchers.
Product Evaluation Using the CAI Uniform Nutrition Criteria
Each product was evaluated based on the nutritional criteria outlined in the CAI White Paper for its respective subcategory [17] . For a product to "meet" the CAI Uniform Nutrition Criteria, it had to satisfy the criteria for both the "nutrients to limit" (e.g., sodium, total sugars) and the "nutrients to encourage" (e.g., whole grains, fibre and calcium). For example, to meet the Uniform Nutrition Criteria, a serving of cookies per stated size must contain: ≤150 kcal; ≤1.5 g of saturated fat; ≤190 mg of sodium; ≤10 g of sugars; ≥8 g of whole grain or 2 g of fiber, or ≥5% of the Daily Value (DV) of any essential nutrient (other than sodium) [17] . In this analysis, essential nutrients were considered to be vitamin C, vitamin A, calcium and iron, since these were the only nutrients available on all product NFts. Additionally, some of the CAI's "nutrients to encourage" had to be estimated, such as whether the product contained the required 8 g of whole grain or 1 2 serving of Milk and Alternatives [17] . These could not be calculated directly from information on-package and instead were estimated from the ingredients lists. To increase the precision of our evaluations, these estimations were only conducted if they were the only remaining criterion that a product had to meet in order to satisfy the CAI criteria.
Products that required preparation (e.g., powdered puddings, dry pancake mix), were evaluated using the nutrient values for the "as consumed" version of the product in FLIP 2013; otherwise, "as purchased" values were used for all calculations.
Identification of Products with on-Package Marketing to Children
Products with child-directed packaging were identified within the FLIP 2013 database by analysing product packaging photos and were subsequently evaluated against the Uniform Nutrition Criteria. As detailed previously by Labonté et al. [23] , criteria for identifying "child-directed" products were adapted from Colby et al. [24] and Elliott [25] . For a product to be considered "child-directed", packaging had to include at least one of the following: (1) allusions to fun or play; (2) child-oriented lettering or graphics; (3) unconventional flavours, colours or shapes; (4) reference to toys, coupons, prizes or contests; (5) games; (6) children's product lines (e.g., "mini" or "junior" product lines); or (7) characters appealing to children.
If a product's packaging did not possess any aspects directed at children except for a character/image that was part of the product's brand or company logo, it was not considered to be child-directed (e.g., Pita Break TM , Kraft© peanut butter and Pringles ® products were not considered to be child-directed since no other aspect of the packaging, other than their logo, would appeal to children). Branded characters (e.g., Kellogg's Frosted Flakes' Tony the Tiger©, Quaker's Cap'n Crunch©), however, were considered as part of child-directed packaging. A second evaluator completed a 20% random verification of these classifications, and 97% agreement was achieved. Categories with higher levels of disagreement (i.e., "Bakery products", "Desserts", "Sugars and sweets") were examined in further detail, with any discrepancies resolved through consensus between researchers.
Identification of Products from Companies Participating in the CAI
Despite child-directed product packaging not being included in the realm of the CAI [16] , it is possible that companies who have committed to the CAI may be more likely to have child-directed products that meet the CAI criteria compared to products from companies who have not committed to the CAI, since their products would have to meet the CAI criteria to be advertised to children on platforms other than product packaging [16] . Given this rationale, products from companies who have pledged to be a part of the CAI were identified within the FLIP 2013 database. Products were considered to be from CAI participating companies if they were from any of the following 18
Statistical Analyses
The numbers and proportions of products that were considered to be "allowed" or "restricted" for marketing to children according to the CAI Uniform Nutrition Criteria were calculated overall and for each individual Schedule M category and subcategory. Analyses were repeated in the subset of products that were determined to have child-directed marketing on their packages. Additionally, analyses were repeated for all products and within the subset of products with child-directed packaging, separating products from CAI participating and non-participating companies. Given that many subcategories had few products from CAI participating companies, these analyses were completed only at the major category level. All descriptive statistics were calculated using SAS (version 9.3, Institute Inc., Cary, NC, USA).
Results
Evaluation of all Canadian Packaged Food and Beverage Products
In total, 15,231 products were included in the analyses following the exclusion of 111 products (n = 55 products which, based on Atwater calculations, had nutrient values in the NFt that were >20% different from the declared caloric values; n = 55 meal replacement drinks; and n = 1 Natural Health Product). Overall, 25.3% of products included in this sample would be allowed to be marketed to children; of these products, 21.5% met the Uniform Nutrition Criteria and 3.8% were considered to be automatically allowed (Table 1) . Alternatively, 49.9% of products did not meet the CAI criteria, and 7.3% of products were automatically restricted, for a combined total of 57.2% of products that would be restricted from being marketed to children. There were missing data for an additional n = 7 products (0.05%), as values were missing for at least one of the nutrients that were required to determine whether a product would or would not meet the CAI criteria. However, in cases where values were missing for at least one of the tested nutrients but it did not affect the product's evaluation (e.g., a "nutrient to encourage" had a missing value but the product already did not meet the "nutrients required to limit"), it was still possible to classify these products as 'restricted' from marketing to children. Therefore, such products were not considered as having missing data. A total of 17.5% of products could not be evaluated at all, as there were no relevant CAI criteria by which to evaluate them. 4 Missing data indicates products which were evaluated, but values were missing for at least one of the tested nutrients that were required to determine whether a product would or would not meet the CAI criteria. However, in cases where values were missing for at least one of the tested nutrients but it did not affect the product's evaluation (e.g., a "nutrient to encourage" had a missing value but the product already did not meet the "nutrients required to limit"), it was still possible to classify these products as or 'restricted' from marketing to children. Therefore, such products were not considered as having missing data. 5 Percentage of total products (i.e., out of n = 15,231 products). 6 Percentage of total products in that food category.
Categories with the Highest Proportion of Products that Would Be Allowed to Be Marketed to Children
Categories with the highest proportions of products (i.e., ≥50%) that would be allowed to be marketed to children included: "Eggs and Egg Substitutes" (75.0%); "Salads" (68.6%); "Dairy Products" (58.4%); "Nuts and Seeds" (57.3%); "Vegetables" (54.4%); "Potatoes, Sweet Potatoes and Yams" (52.9%); and "Fruit and Fruit Juices" (50.2%) ( Table 1) . For most categories, products would have to meet the CAI Uniform Nutrition Criteria in order to be marketed to children; however, in the "Vegetables" category, the majority of allowed products (96%; n = 435) were automatically allowed to be advertised to children. This included all products in the "Vegetables without Sauce" and "Lettuce and Sprouts" subcategories (Table A1 ). "Dairy Products" and "Fruit and Fruit Juices" also had a certain proportion of products (6.4% and 5.3%, respectively) that would not need to meet the CAI criteria in order to be marketed to children, and would be automatically allowed ( In contrast, many categories had a large proportion of products that would be restricted from being marketed to children. Based on the CAI criteria, several categories consisted of >75% of products that would be restricted for marketing to children, including: "Beverages" (100.0%); "Dessert Toppings and Fillings" (100.0%); "Desserts" (92.7%); "Meat, Poultry, and Substitutes" (91.4%); "Soups" (84.9); "Marine, Fresh Water Animals" (81.6%); "Snacks" (79.0%); and "Bakery Products" (77.4%) ( Table 1 ). All products in the "Beverages" and "Dessert Topping and Fillings" categories would be restricted from being marketed to children, since the products in these categories are automatically restricted under the CAI criteria. A large proportion of products in the "Sugars and Sweets" category (66.2%) were also automatically restricted from being marketed to children (Table 1) .
3.1.3. Categories for Which There Were no Relevant CAI Uniform Nutrition Criteria Products for which there were no relevant CAI criteria included all products in the "Fats and Oils" and "Sauces, Dips, Gravies and Condiments". Additionally, several products in the "Sugars and Sweets" (33.8%; e.g., jams, marmalades), "Vegetables" (39.9%; e.g., pickles, olives, vegetable purées), and "Miscellaneous Products" (50.7%; e.g., baking powder, seasonings, and spices) categories could not be evaluated due to the absence of relevant CAI criteria. As previously reported by Labonté et al. [23] , sub-analyses showed that 4.9% (n = 747) of products analyzed had child-directed packaging ( Table 2 ). The categories with the highest proportion of child-directed products were "Desserts" (17.4%, n = 144), "Sugars and Sweets" (9.6%, n = 72), "Bakery Products" (8.3%, n = 173), "Snacks" (6.8%, n = 54), "Dairy Products" (6.0%, n = 74) and "Dessert Toppings and Fillings" categories (6.0%, n = 7) ( Table 2 ). Overall, these categories did not fare well by CAI standards, with at least 42% of all products (i.e., child-directed and those directed at a general audience) failing to meet the CAI Uniform Nutrition Criteria (Table 1) . Only the "Dairy Products" category contained ≥50% of products considered to be allowed for children's marketing according to the CAI (Table 1) .
The child-directed products most commonly seen in Canada (i.e., n ≥ 40 child-directed products in an individual subcategory) belonged to one of the following subcategories: "Cookies, with or without coating/filling, graham wafers" (n = 84, 25.1% of "Cookies" subcategory); "Ice cream, frozen yogurt and sherbet" (n = 54, 13.9% of subcategory); "Chips, popcorn and extruded snacks" (n = 52, 9.3% of subcategory); "Juices, nectars and fruit drinks" (n = 45, 7.1% of subcategory); "Candies" (n = 45, 11.9% of subcategory) and "Dairy desserts, frozen" (n = 43, 23.0% of subcategory) (Table A2) . . 5 Percentage of total products (i.e., out of n = 15,231 products). 6 Percentage of total products in that food category. 7 Percentage of products with child-directed packaging in that food category.
Products with Child-Directed Packaging that Would Be Restricted from Being Marketed to Children
After evaluation using the CAI Uniform Nutrition Criteria, 74.4% of products with child-directed packaging did not meet the nutritional standards of the CAI and would be restricted from being marketed to children on other media included in the CAI framework (Table 2) . At least 39.2% of child-directed products from each of the 16 major food categories containing products with child-directed packaging would not be allowed to be marketed to children, with 8 of these major categories having ≥75% of their child-directed products failing to meet the CAI criteria (Table 2 ). In the categories with the highest proportion of child-directed products, the vast majority of child-directed products would not be allowed to be marketed to children (i.e., 97.2% of "Desserts", 86.1% of "Sugars and Sweets", 73.4% of "Bakery Products", 81.5% of "Snacks", 100% of "Dessert Toppings and Fillings"; Table 2 ). The only exception was the "Dairy Products" category, which actually had the lowest proportion (39.2%) of child-directed products that would be restricted from marketing to children of any category containing child-directed products (Table 2) In total, 14.0% (n = 2131) products in FLIP 2013 were from CAI participating companies, and 86.0% (n = 13,093) were from non-participating companies (Table 3) . Overall, the proportion of products from CAI participants that would be allowed to be marketed to children according to the CAI criteria was similar to that of non-participating companies (24.0% and 25.5%, respectively) ( Table 3 ).
Evaluation of Products with Child-Directed Packaging from CAI Participating and Non-Participating Companies
When looking only at products with child-directed packaging, 33.3% (n = 249) were from CAI participating companies, and 66.7% (n = 498) were from non-participating companies (Table 4) . A higher proportion of products with child-directed packaging from CAI participating companies (30.5%) would be allowed to be marketed to children according to the CAI compared to the proportion of child-directed products from non-participating companies that would be allowed to be marketed to children (19.9%) ( Table 4) . 
Discussion
As mentioned, the voluntary, self-regulated, industry-led CAI is currently the only program in Canada that has been implemented to limit the marketing of unhealthy foods and beverages to children. However, the Government of Canada has recently committed to developing mandatory national regulations in this area. In October 2016, Health Canada published its Healthy Eating Strategy, a set of initiatives intended to make the "healthier choice the easier choice" for Canadians that specifically highlights the need to take action towards restricting the marketing of unhealthy foods and beverages to children [26] . Most notably, Senator Nancy Greene Raine proposed Bill S-228: The Child Health Protection Act, which as of February, 2018, has been passed in the Canadian Senate and is awaiting its third and final reading in the House of Commons, after which it will move to become Canadian law [27] . If passed, this bill would mandate that only "healthier" foods are marketed to Canadians under the age of 13 [27] . However, defining "healthier foods" requires an objective classification system, such as an NP model [14, 18] . Health Canada has recently proposed a model for this purpose as part of a public consultation [28] , but no final decisions have been made to date.
Therefore, the present study aimed to evaluate the application of the CAI Uniform Nutrition Criteria to the Canadian food supply for the purpose of restricting food and beverage marketing to children. Our results showed that only one quarter of packaged foods in Canada would be allowed to be marketed to children using this industry developed model. This can be compared to results from a recent study by our group in which we tested several NP models built by governmental or inter-governmental organizations for the purpose of restricting marketing to kids, using the same FLIP 2013 database [23] . In that earlier study, we found that the proportion of food products that would be allowed to be marketed to children varied considerably across four NP models (between 10-49% of foods) [23] . Results from the present study show that the CAI Uniform Nutrition Criteria would be stricter than both the World Health Organization's Regional Office for Europe (WHO-EURO) NP model (30% of food products allowed) and the Food Standards Australia New Zealand Nutrient Profiling Scoring Criterion (FSANZ-NPSC) (49%), but less strict than the original Pan American Health Organization (PAHO, Washington, DC, USA) NP model (16%) and a modified version of the PAHO NP model (10%) [23] . It is worth acknowledging, however, that for the comparison of these results with the results of Labonté et al., (2017), products with "No Criteria" would have to be excluded from the assessments using the 4 authoritative-based NP models so that only products that could be evaluated using all models would be included in that analysis. In another study, Ni Mhurchu and colleagues tested the New Zealand Ministry of Health Food and Beverage Classification System (FBCS), Health Star Rating (HSR) system and the WHO-EURO NP model on a sample of over 13,000 packaged products in New Zealand [29] . Their results showed that each of these models would permit roughly a third (29-41%) of products to be marketed to children, more than the CAI [29] . In combination, these findings suggest that the CAI Uniform Nutrition Criteria would be more restrictive than these alternative NP models, but less strict than the PAHO model. Given that the NP model to restrict the marketing of unhealthy foods to children in Canada has not yet been finalized, a comparison of the CAI to this proposed NP model would be preliminary and outside the scope of this study. Future research will be needed to evaluate the potential impact of such a policy once the specific regulations have been published.
The current study suggests that the CAI could be an effective model to restrict the marketing of foods that are widely considered to be of lower nutritional quality. For example, it completely restricts soft drinks and confectionary, which are often noted as being poor dietary choices for children [14, 30] . Products in other categories such as "Desserts", "Snacks" and some "Bakery products" which should be consumed only occasionally [30] are also largely found to have a nutritional profile that does not meet the CAI requirements. On the other hand, many "Vegetables" and "Nuts and Seeds" were found to be allowed for marketing to children according to the CAI. Generally, the way in which the CAI evaluates different types of products is in line with healthy dietary patterns, such as the proposed recommendations for the new Canada's Food Guide [31] .
Since approximately three quarters of products that are currently marketed to children on their packaging would not meet the CAI criteria with their current nutritional composition, adding product packaging in the realm of the CAI would be an effective way to increase the CAI's impact on limiting the marketing of unhealthy foods to children. These results also highlight the importance of ensuring that on-package marketing to children is included in any system designed to restrict marketing to children since most products marketed in this way were found to be unhealthy. Applying the CAI as a mandatory system could also motivate product reformulation, particularly for those manufacturers targeting children. These findings reiterate the stringency of this NP model, while also reinforcing the need for a policy to restrict food and beverage marketing to children, since this study and others [32] [33] [34] show that child-directed products tend to be from "less healthy" food categories, and also less healthy than the overall food supply.
Analysis showed that most products with child-directed packaging were from non-participating companies, and a higher proportion of child-directed products from CAI participating companies met the CAI criteria compared to products from non-participating companies. In combination, these findings suggest that participating companies' pledges to eliminate or only advertise healthier products to children in other media may be carrying over to the packaged food environment. However, products from CAI participating companies make up less than one-fifth of the packaged food supply and over two-thirds of their child-directed products still fail to satisfy the CAI's nutritional standards. These results highlight the limitations of voluntary approach to restricting food and beverage marketing to children, and support the need for mandatory regulations with a broad coverage of potential marketing platforms.
A major strength of the CAI NP model is the consideration of both positive (e.g., fiber) and negative (e.g., sodium) nutrients in its nutritional criteria, to give a more wholesome evaluation of the nutritional quality of the product. While researchers have criticized such a system as it may encourage the addition of 'positive nutrients' (e.g., fiber, protein isolates) [35] or discretionary addition of vitamins and minerals [36] rather than reductions in nutrients to limit (e.g., sodium), the CAI criteria require that a product satisfy both the positive and negative criteria separately, in order to be allowed to be marketed to children. As such, a higher level of stringency is maintained as compared with other models in which the positive nutrients can 'balance out' the negative nutrients and raise a product's NP score [37, 38] . Importantly, the CAI NP model is already in use by many major food companies and one large restaurant chain [16] , which speaks to the acceptability of this model by industry stakeholders.
As with any NP model, the CAI has its limitations. Nearly one fifth of products had no criteria by which to be evaluated, reducing the scope of these criteria. However, these products were from food categories with very few child-directed products, indicating that including these products in their criteria would not likely have a critical impact on restricting children's products. Additionally, the CAI NP model uses multiple food categories that are not always clearly defined, making product classification ambiguous (e.g., "Other Snacks") [17] . It is generally accepted that having fewer food categories is the favored approach (i.e., the Ofcom NP model [38] ) since little classification is necessary, and all products are evaluated by more consistent criteria [39, 40] . Worth noting is that WHO Euro uses a category based NP model; however, its adoption is not yet widespread throughout Europe [41] . Should the CAI be considered, a modification of the number of food categories could be warranted; otherwise, clearer guidelines would be necessary in order to facilitate consistent product classification and evaluation. Additionally, clear guidelines on which nutrients are to be considered as "essential nutrients" in the CAI's "nutrients to encourage" would be necessary. Should the CAI Uniform Nutrition Criteria be used as the NP model to fulfill the requirements of Bill S-228 as has been proposed [27] , other existing limitations of the current CAI structure, such as its voluntary nature and limited coverage of marketing techniques and participating companies would no longer apply.
A major strength of this study was the use of a large, highly representative sample of food and beverage products available to Canadians, and presents the first analysis of the potential impact of scaling up a voluntary NP model for use as a mandatory NP model in Canada. Nonetheless, this work was not without its limitations. Firstly, it is important to note that the FLIP 2013 database does not contain any fresh, unpackaged foods. This is important to take into account when interpreting our results, since fresh products such as fruits and vegetables would be "automatically allowed" by the CAI and are not included in the analysis and therefore our results may portray the CAI as more restrictive than if fresh products were included. Additionally, as described previously, some of the CAI's "nutrients to encourage" had to be estimated using the available NFt information and therefore may not represent the true composition of these components for certain products.
Conclusions
The CAI Uniform Nutrition Criteria offer a relatively stringent approach to restricting the marketing of unhealthy foods and beverages to Canadian children, but the voluntary nature of this approach and its failure to address certain marketing platforms (e.g., product packaging), is largely insufficient and urgent regulatory action in this area-such as the implementation of Bill-S228-is needed. Legislation mandating adherence to the CAI NP model for products marketed across all child-directed settings and communication channels would, however, likely prove effective in promoting a children's food environment in line with dietary guidelines and national nutrition goals [27, 31, 42] . n % 5 n % 6 n % 6 n % 6 n % 6 n % 6 n % 6 n % 6 n % 6 9. Marine, fresh water animals 86. Beans, peas, lentils (e.g., chickpeas, kidney beans, soybeans) 164 114. 128. Meat or poultry snack food sticks [22] . 2 Products with child-directed packaging were identified using criteria based on previous publications [23] . 3 . 5 Percentage of total products (i.e., out of n = 15,231 products). 6 Percentage of total products in that food category. 7 Percentage of products with child-directed packaging in that food category.
